
1

Contents
On A Personal Note

An Unlikely Source For 
Generating Massive Profits

7 Strategies For Getting 
Your Customers To Buy 

From You More Often

The Language That Almost 
Always Leads To More 

Sales

Ask Charlie!

Are You Pumped for 
Action?

1

3

5

10

12

14

 

On A Personal Note...
By Charles E. Gaudet II

Yes, that image on the right is 
me doing the ALS Ice Bucket 
Challenge…

And perhaps like you, I’m also a little 
tired of hearing about this challenge 
amidst the massive good that has 
resulted.

So why do I bring it up?

Because I find it shocking how many 
people it’s influenced, and I’m amazed 
at the movement that’s been created. 
I mean, look, you know you hit a 
homerun with a viral campaign when 
you have the likes of Obama, Bush, 
Clinton, Richard Branson, Bill Gates, 
and oodles of celebrities partaking and 
in the challenge and donating to the 
cause.

How’d they do it?

It started with a “dare” – someone 
dumps a bucket of ice water their head 
and challenges three friends to do the 
same. One person becomes three. Three 
becomes nine. Nine becomes twenty-
seven. Twenty-seven becomes eighty-
one… And so forth.

But it’s more than just a challenge.

There’s a little bit of good ol’ guilt 
thrown in the mix. In other words, this 
is to support ALS. If you do it, you’re a 
good person – if you don’t, shame on you 

Continued on page 2

Quotes
“Although your customers 
won’t love you if you give 
bad service, your competitors 
will.” – Kate Zabriskie

“Change is inevitable. 
Progress is optional.”   
– Tony Robbins

“How dare you settle for 
anything less when the world 
has made it so easy for you to 
be remarkable?” – Seth Godin

(hey, I didn’t say it’s true – it’s just the 
perception that’s dumped on us).

And as more and more people started to 
do this, the pressure of not being left out 
started to mount – and before we know 
it, everyone’s doing it.

But because the Ice Bucket made it into 
popular conversation, this was also an 
opportunity for companies to use this to 
their advantage.

Richard Branson nominated Virgin 
employees around the world, who 

THANK YOU FOR 
SPREADING THE WORD!

“I’m grateful for our Insiders’ 
community and humbled by those 
of you who’ve taken the time to refer 
your friends, family and colleagues 
to the club. A warm and sincere 
thank you to each one of you!”
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partook in the challenge and shared it across their 
own social media channels.  Furthermore, check out 
the comment below the image by Jake Eldridge – 
brilliant!

Not only would auctioning off the opportunity to 
dump water on Richard Branson raised additional 
funds – but the free publicity would have been worth 
millions! I love it!

My sister Jolie and her entire Boston team at 
Expedia did the Ice Bucket Challenge – and had it 
on video. Think about it for a second, this not only 
made the team appear “cool” – but every member of 
their team shared the image with hundreds of their 
friends.  This kept Expedia further top of mind and 
engaged much of the community.

You see, you might have been like the countless 

others who resisted the challenge 
– and that’s okay – but even if you 
were against the idea of dumping a 
bucket of ice cold water over your 
head, when everyone’s talking about 
it, there are ways that you can ride 
that pony with your marketing 
message and create a double win - a 
win for ALS and a win for your 
company.

In a way, I guess you could say that’s 
pseudo newsjacking a popular event.

And speaking of newsjacking, how 
many of you took advantage of the 
Apple announcement on September 
9th?

Many people were searching 
for the #AppleEvent and 
#AppleAnnouncement – a clever 
little play on the announcement 
could have been an opportunity for 
you to go viral.

Here’s an example of how Ford 
Motor Company took advantage of 
the announcement:

…Definitely clever and got people talking.

Until we see each other again next month, what is 
one thing you can do to get people talking about 
you?

Something to think about…

With much gratitude,
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An Unlikely Source For 
Generating Massive Profits

By Charles E. Gaudet II

Without question, social media is every marketer’s 
new favorite shiny penny. To no surprise, there’s a 
new strategy coming out every day, and inventive 
ways to make you feel like “you ain’t got a clue” 
or “you’re behind the times” when it comes to 
dominating these channels.

As you may have guessed 
already, most of these 
strategies are rubbish.

But every once in a while, 
you’ll find a diamond in 
the rough...

Now, I track and study 
the “big guys” (companies 
worth over $100,000,000) 
looking for clues about 
what they are doing. 
When I see a strategy 
we’re not deploying 
ourselves, I put on my 
investigative hat and go 
to work to discover what 
I need to know to obtain 
an edge.

The strategy I’m about 
to share with you is one 
that I tested myself, and 
received results significant 
enough that I’m sharing it with you today.

…And I’m talking about a return on investment 
greater than 50%.

That’s enough to perk me up. You?

The strategy is called Facebook Custom Audiences, 
and it’s their most powerful advertising program yet.

Custom Audiences are audiences narrowly targeted 
based on email address, phone number, or 
Facebook user ID.

Get this: you can export your entire email database 
into a CSV file, upload it to Facebook, and they’ll 
match up the email addresses with current Facebook 
users and serve your ads only to those people.

AND you still have the ability to narrow down 
your list even further, if you want to target only US 
residents or prospects with a certain interest.

The easiest way to do this is to open Facebook -> 
click on “Ads Manager” -> click on “Audiences” -> 
click on “Create an Audience” and you’re almost 

there...

Name your custom audience, upload the file, and the 
rest (I believe) is pretty self-explanatory.

Now look, I don’t claim to be the most tech savvy 
guy on the planet, nor do I claim to be the “be-all-
end-all” when it comes to Facebook marketing… far 
from it.

The Place Where Entrepreneurs Come To Grow Their Business™
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But I do know how to surround myself with the 
best and brightest.

For Facebook, my go-to guy is a man named 
Jon Loomer. You can find him at http://www.
JonLoomer.com - if you have any questions, I 
recommend heading over to his website. He offers 
a tremendous amount of information on his blog 
at no cost (I’d start there) – then if you need some 
more hand holding, feel free to reach out to him 
personally (he’s a very easy guy to talk with).  

Moving on… 

We’ve come to use custom audiences anytime we 
launch a new product, new promotion, or want to 
re-engage our clients – but unlike your traditional 
brand advertisement, the key is to make the 
advertisement as personal and direct as possible.

Here’s an example straight from Jon:

He’s targeting people using a Custom Audience by 
targeting only users that have visited his website 
– and specifically, anyone who visited his website 
during the past 1-3 days.

Jon also ran a similar ad for non-fans who visited 
his website, but never became a fan of his Facebook 
page.

He’s talking directly to the reader based on an action 
they took – making it more relevant to the reader 
and thus, benefiting from a greater conversion.

You can also use Custom Audiences when you’re 
doing a launch funnel (sending people to the 
appropriate stage of the funnel), reminding your 
audience to register for an upcoming webinar, 
reminding them to attend an upcoming webinar, etc.

Surround people 
with relevant 
marketing 
messages that 
are important to 
them.

You see, love it or 
hate it, Facebook 
is the second 
most visited 
website in the 
world (Google 
being #1).  

There’s an old 
saying, “he who 
has the most 
traffic wins.” 

Facebook is winning the world of traffic, and if your 
audience is going to be using Facebook (and most 
of them probably are), you might as well run your 
advertisement to keep you, your products, and your 
unique advantage top of mind.

When you target your audience as narrowly as 
possible, speak to them personally, and offer them 
something of great value – you can be the beneficiary 
of more traffic, more sales, and more profits.

The Place Where Entrepreneurs Come To Grow Their Business™
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7 Strategies For Getting 
Your Customers To Buy 
From You More Often

By Charles E. Gaudet II

“Companies that focus on building 
loyal relationships are better 
positioned to remain  strong.” 

– Bain & Company

Jay Abraham, one of my first marketing mentors, 
says there are only three ways to grow a business:

1. Increase the number of active buyers or clients

2. Increase the frequency of purchases they make 
from you 

3. Increase the amount of money they spend with 
you

Let’s look at this another way…

By increasing any (or all three) of those numbers, 
you increase your bottom-line.

Today, we’re talking about increasing the frequency 
of those purchases.

So, let’s go back to the diagram above and assume a 
modest improvement in frequency by 10%. 

This automatically increases profit by $20,000 over 
the course of this time period – by increasing the 
frequency a mere 10%...

…and by applying these ideas strategically, a boost of 
35% or more is not out of the realm of possibility. 

I’ve seen it happen and experienced it myself…

But before we get too carried away with excitement, 
there’s one thing I forget to tell you – and that is:

According to Bain & Company, the 
average US Company loses between 20% 
and 40% of its customers every year.

That means not only do you need to increase your 
frequency to grow your company, but you also need 
to either find a way to attract new business (to keep 
up with the customers who are leaving you), or 
simply reduce attrition rates.

The good news is that reducing attrition rates and 
increasing frequency work hand-in-hand with one 
another.

It’s just that nobody’s really talking 
about it…

When you consider the cost of 
serving a long-standing customer 
versus the cost of courting a new 
one… the impact translates into:

A 5% increase in customer retention  
produces more than a 25% increase in 

profit. 
(Source: Bain and Company)

Yes, you read that right – a mere 
5% increase in customer retention 
produces more than a 25% increase in 
profit.

Read it again. It’s that important.

So, the first step towards increasing 
the frequency of our client purchases 

The Place Where Entrepreneurs Come To Grow Their Business™
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is to reduce our customer attrition...

By reducing attrition – and keeping our customers 
active – we are, in effect, increasing the average 
number of times our customers do business with us.

But – uh oh – wait a minute, there’s another 
problem.

Over 95% of business owners do 
not know when their customers are 
disengaged or at risk of becoming 
disengaged.

It’s really a damn shame… they’ve got a 
leak in the boat and they don’t even know 
it.

So we’re on the same page: a disengaged 
customer is someone who has stopped 
doing business with you.

And according to Dr. John Gattorna (an 
executive, researcher, consultant, professor, 
mentor, and author), the reasons why they 
stop are:

• 4% - Natural erosion (moved away, 
death, etc.) 

• 5% - Referred to a competitor by 
their friend 

• 9% - Competitive reasons (price) 

• 14% - Product/Service 
dissatisfaction 

• 68% - Perceived indifference 

PERCEIVED INDIFFERENCE!?!?

In other words, 68% of people stop doing business 
with you for no particular reason… other than they 
forgot about you or they don’t feel appreciated.

To put it more bluntly, 68% of people stop doing 
business with you because they’ve been ignored. 

Customers need to be reminded of the benefits of 
doing business with you (your unique advantage 
points), and you earn their loyalty by showing them 

that you really care about them.  

Here’s a quick example sent to us by Linda Mitchell 
of Bermuda Travel. Linda recently stayed at a 
(beautiful) resort in Kennebunkport, Maine. Not 
only was her experience at the resort magnificent, by 
the time she returned to her office, she’d received this 
in her inbox:

Linda emphasized how nice it was to get this note 
from them – AND – because she was still in a peak 
state, she was (if she didn’t already) most likely to 
book another reservation right away.

As a marketer, our goal is to keep them buying from 
us, and stop them before they become disengaged 
and we risk losing them altogether.

So, let’s cover 7 strategies to get our customers 
coming back to buy from us more often.

Strategy #1 – Powered By Service

The Place Where Entrepreneurs Come To Grow Their Business™
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Zappos is famous for the legendary service, but 
rather than letting me gush about how wonderful 
they are, I encourage you to call Zappos yourself. 
Ask them any question you want… any question… 
and see how they handle it. Their phone number is 
1-800-927-7671.

I’ve called them to ask questions concerning what 
type of boot I should buy my wife for her birthday… 
to calls inquiring about certain customer retention 
strategies they use.

Each time I called, I received a LIVE person 
answering the phone, and they never once had 
to transfer me to another department to get my 
question answered.  

(Oh, and I didn’t need a translator to understand 
what they were telling me either)

Their service is exceptional, and for that reason alone, 
they’ve earned my loyal business.

The impact of extraordinary service is mind-blowing:

• 78% of consumers have bailed on a transaction 
or not made an intended purchase because of 
a poor service experience (Source: American 
Express Survey)

• Loyal customers are worth up to 10 times as 
much as their first purchase (Source: White 
House Office of Consumer Affairs)

• News of bad customer service reaches more 
than twice as many ears as praise for good 
service (Source: While House of Consumer 
Affairs)

• 59% of Americans would try a new brand 
or company for a better service experience 
(Source: American Express Survey)

• 70% of Americans said they were willing 
to spend more money with companies they 
believe provide excellent customer service 
(Source: American Express)

• 70% of buying experiences are based on how 
the customer feels they are being treated 
(Source: McKinsey)

• 91% of unhappy customers will not willingly 
do business with you again (Source: Lee 
Resources)

Now look, even if you think you deliver exceptional 
service – you better be measuring it, tracking it, and 
talking first hand with your customers to make sure 
you’re “Wowing” them with service. The fact is:

80% of Companies
say they deliver “superior” customer service

8% of Customers
think these same companies deliver “superior” 

customer service

(Source: Lee Resources)

In addition to a competent, friendly, and timely 
support staff, I’ve found resources like Zendesk 
(http://www.Zendesk.com) to be a cost-efficient way 
to make sure inquiries were answered on time, and 
were not lost in email hell.

Strategy #2 – Educate Your Customers 
WHY They Need To Do Business With 
You More Frequently

My wife and I get our carpets cleaned every 3-6 
months – as needed.

And by “as needed,” I mean when our kids and 100lb 
lap dog make the carpets visibly dirty.

Deep down, however, I know I should be cleaning 
them more frequently for the sake of extending the 
life of my carpet, removing allergens, etc.

Now I’m no carpet professional, but I’ve worked with 
business owners who have illuminated the disgusting 
germs, grime, and filth that are tracked in by the dog 
alone.  

(Do you know how often your dog actually might 
wipe his or her own ass on your carpet? They do this 
to reduce the pressure of their “anal sac” which 
frequently leaves residue on the carpet - let alone the 
oils from their skin, drool, etc. YUCK! …And you 

The Place Where Entrepreneurs Come To Grow Their Business™
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want your kids to play on that carpet?)

Now if someone just educated me on the health 
benefits of cleaning my carpet more often, I would 
have done it.

A private restaurant club I belong to called “The 
100 Club” is comprised of some of the most 
accomplished entrepreneurs in the seacoast. Neil 
Gibb, the owner of The 100 Club, sends out regular 
menu updates, specials, and special events to lure us 
back into the club on a monthly basis.

It works.

What is the reason your customers should continue 
doing business with you more regularly? Have you 
told them? Don’t assume they know.

Strategy #3 – Make It Easy For Your 
Customers To Buy from You More 
Frequently

This should sound obvious, but it’s not…

You see, the sad truth is that most people (including 
me) wait longer than they should to repurchase.

For example, I regularly take certain vitamin 
supplements to keep my body and mind healthy and 
strong. 

To repurchase my supplements, I log into the 

website, select my orders, and process them. My 
average order is $200 for a one-month supply. 
However, because I’m often too busy to reorder my 
supplements at the end of the month, I go a week or 
two before I get around to reordering.

So instead of making 12 months of purchases (12 x 
200 = $2,400)…

I end up making around 8 purchases (8 x 200 = 
$1,600).

If the company gave me the option to buy 
automatically through AutoShip, they could have 
easily boosted their profit by 50% (or $800 per year).

In fact, that reminds me, I’m out of vitamins as we 
speak… hmph.

Another example is automatic credit card billing…

This is how Poland Springs has earned my business 
for the last 7+ years. They send over seven 5-gallon 
jugs of water to my house month-after-month and 
continue to rebill my credit card. It just happens, and 
I don’t even think about it.

Same with my Norton Antivirus program, it gets 
billed automatically without me even thinking 
about it.

And when you sign up for a yearlong personal 
coaching program with me, same thing. Your 
investment gets auto-billed, so that’s one less “to-
do” for both of us to think about.

When I go to the dentist office, before I leave the 
dentist chair, the hygienist books my appointment 
in the calendar for six months out. Then they 
send me a text, email, and phone reminder as the 
appointment gets closer. This happens automatically 
and systematically.

When my Brother printer is low on ink, it alerts 
me – however, they’re still missing an opportunity. 
If Brother were smart enough to hire me as their 
marketing consultant, they’d have millions in extra 
profit because we’d develop a strategy for the printer 
(which is connected to the Internet) to send me 
an email (with an offer) alerting me that my ink 
was low, and an easy way to click the button and 
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automatically repurchase.

Got it?

Strategy #4 – Give Them A Financial 
Reason Why 

I have a business account with Apple, and that 
means that the more I buy from them, the bigger my 
discount. There are certain thresholds to hit.

For example, if you told your customer something 
like: when you spend $1,000 with us, we’ll take 10% 
off – then every $1,000 you spend with us over the 
course of a year, we’ll continue to take 5% off - up to 
35% a year.

Similarly, my wife gets 6% cash back on groceries 
using her “Blue Cash Preferred” card from American 
Express. That’s HUGE! So when she buys groceries, 
which card do you think she uses?

When we moved into our home in Portsmouth, NH 
a few years ago, a couple weeks had gone by when 
the UPS man knocked on our door to introduce 
himself. After coming to our house 4 out of 5 
business days over the week, he felt that he might 
as well say “hello.” With Amazon Prime and the 
free 2-day shipping, we buy nearly everything from 
Amazon. We often find the same items for the same 
prices elsewhere, but with Amazon, we get priority 
shipping at no additional cost.

Strategy #5 – Loyalty Programs

There are loyalty programs that offer a “Buy 10, Get 
One Free” type of situation, or others based on an 
accumulation of points (such as with an airline).  

Those work.

There are also loyalty programs that track how 
much you spend, then reward you with certain 
recognitions and benefits.  

For example, I went into a restaurant in Celebration, 
Florida and noticed names on the booths and 
plaques on the wall. When I inquired with the wait 

staff, they told me that people sign up for the loyalty 
program and after they hit a certain amount of 
points, they get their name on a plaque and certain 
benefits, including the ability to walk into the 
restaurant without a reservation… and cut the line.  

Very cool.

I don’t go to Celebration often, but I wanted 
my name on the wall (damn those narcissistic 
tendencies)!

Strategy #6 – Communication

This is a strategy I can’t emphasize enough – you 
need to communicate with your customers in order 
to say top of mind.

Just because someone does business with you once, 
twice… even twenty times… it doesn’t mean you’re 
always top of mind.

I have a client in the 
executive coaching 
space who performed a 
customized workshop 
for executives at a 
Fortune 500 company. 
I personally spoke with 
the VP of Worldwide 
Economic Development 
(the person who hired 
my client), who raved 
about the experience. In 
fact, the experience was 
so transformational, the 
executives in attendance took it upon themselves 
to speak with the CEO, and insisted he consider 
integrating my client’s services across the rest of the 
30,000-employee company.

A couple months went by and I spoke with the VP 
again at a cocktail party - and I discovered she held 
another workshop (for a different need) using a 
company other than my client. When I inquired as 
to why she didn’t use my client, she said: “I didn’t 
know they offered that service.” Truth be told, my 
client told them about the additional service when 
they performed the initial workshop, but failed to 
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remind them of that service using additional follow 
up communication.

Whether you occasionally reach out to your clients 
via telephone, mail, or email – communication is 
essential to building your competitive advantage 
in the marketplace. Dan Kennedy, another smart 
marketer, argues that one of the top communication 
strategies for increasing frequency and reducing 
customer attrition is a newsletter (yes, a good old 
paper & ink newsletter).

Add value to all your communication and it will be 
warmly welcomed.

This is a must.

Strategy #7 – Follow Up, Follow Up… 
Follow Up!

In Strategy #3, I told you about my dentist who 
books an appointment with me before I leave my 
chair.  Booking an appointment is only part of the 
strategy – the follow up as my appointment gets 
closer is a critical part of its success. It doesn’t matter 
what I have scheduled; I have to actually show up for 
the appointment to make it count.

My hair stylist does the same thing. Before I leave 
the salon, she books my appointment for 4 weeks 
out. Then, as it comes closer, I get a series of text 
reminders and a phone call about my appointment.

If you’re a landscaper, and know my garden and 
lawn need to be cleaned up in the fall, book the 
appointment early. Follow up.

Heck, use any reason you can to follow up. Do you 
know if your client has a birthday, anniversary, new 
child, or anything else worth celebrating? If so, 
follow up.

Did your client just make a purchase from you? 

Follow up. See if they achieved the result they were 
after and offer them an incentive to come back.

The Language That Almost Always 
Leads To More Sales

By Insiders’ Club Member, Tom Trush

While recently critiquing a few marketing pieces for 
a client, I was startled by a strange language style.

It wasn’t that the words were vulgar, or even that 
they were wrong.

The problem was that I couldn’t imagine the client 
using the language 
in a conversation.

Remember, 
marketing is just an 
extension of a one-
on-one discussion. 
The only difference 
is – depending on 
the medium you 
use – you’re sharing 
an identical message 
with multiple 
people.

Look at your last 
written marketing 
piece. Would you use the same words while speaking 
with a prospect?

If you wouldn’t say something in a one-on-one 
conversation with a prospect, don’t say it in your 
marketing materials.

Far too many entrepreneurs and executives use 
marketing to talk about themselves. So you may see 
lists of accomplishments... heavily branded content... 
exaggerated claims... and language that needs a 
permanent home inside a thesaurus.

Can you imagine a real estate agent greeting you and 
then rattling off a series of awards?

Or what if you just met an accountant who 
explained how she’s “a leading provider of integrated 
information services and scalable workflow tools 
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that create value-added alliances, while leveraging 
the evolving requirements of today’s business 
professionals…”

If you’re a robot marketing to aliens, these 
approaches might work – but not with real people.

And here’s another thought to consider...

Think back to your last memorable purchase.

Maybe it was a car... a gift for a friend… a deal at 
the grocery store... or just an enjoyable meal at your 
favorite restaurant.

Do you recall what emotions you felt?

You see, emotions have an incredible influence on 
purchasing and hiring decisions (much more than 
logic). However, we’re not always aware of them 
because so much emotional activity occurs in your 
subconscious mind. 

This is critical to remember when writing your 
marketing materials.

The fact is, if generating responses is your goal when 
marketing, then you must incorporate an emotional 
appeal.

How do you do this?

Well, start by considering your prospects’ emotions. 
How do they feel? What are their concerns? 

What are they hearing? What outcome do they 
desire?

Next, think of the emotion you want to convey to 
your prospects. Then use your content to match this 
mindset. 

Maybe it’s anger... fear... excitement... sadness… joy... 
power... 

As you draft your content, recall an experience where 
you felt that specific emotion. Prospects can often 
pick up the feeling in your writing.

Keep in mind that some words spark emotion. For 
example, my friend Lois Tiedemann Koffi, of LTK 
Fitness, is a personal trainer who markets products 
and services for improving health. I recently noticed 
her repeatedly using words that trigger hope and 

healing, while promoting a “refresh” program.

Energize... boost... empower... overcome... 

Notice how these words relate to the program’s 
outcome, instead of just the service itself. 

In many cases, you can even enhance emotion with 
audio and video. After all, prospects note inflections 
in your voice (and expressions), just as they do in a 
face-to-face conversion. 

So remember, our brains evolved to pay close 
attention, and to act on common language and 
strong emotions. Use these traits to your advantage 
when writing your marketing materials and you’ll 
enjoy more responses.

Tom Trush is a Phoenix, Ariz.-based direct-response 
copywriter who helps business owners craft lead-
capturing marketing materials. His latest book, 
Escape the Expected: The Secret Psychology of Selling 
to Today’s Skeptical Consumers, is now available 
at Amazon.com and wherever books are sold, as 
well as at http://www.escapetheexpected.com. 
More of his educational articles, videos, and expert 
interviews are available on his website at http://www.
writewaysolutions.com.

Don’t Forget to Log Into Your Exclusive 
Members’ Area for More Tips & 

Resources!

http://members.predictableprofits.com
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Ask Charlie!

Insiders’ Club Members are encouraged to click on the 
“Ask Charlie!” button inside of their Members’ Area 
to hit him with their biggest challenges, frustrations, 
or business building questions… and who knows, 
your question might be answered right here in the 
very next newsletter!

QUESTION: : “Good morning Charlie! I’ve been 
struggling with how much to charge for my services. 
I’ve been making the point in my emails to prospects 
that I’m offering something unique. But I haven’t 
yet come up with pricing that really reflects that 
uniqueness.” – Paul S.

Hi Paul,

I love this question 
because I feel it’s a 
common struggle 
with most of us.

On one hand, we 
know our product/
service is 10 times 
greater than our 
competition – yet, on 
the other hand, we’re 
afraid that premium 
prices will negatively 
impact our ability 
to attract ideal 
customers/clients.

If this sounds like you, you’re not alone – we’ve all 
been there.

Now, it appears you’re moving in the right direction 
toward getting a premium price by focusing on your 
uniqueness. Word to the wise: just make sure this 
“uniqueness” is tied to a Unique Advantage Point 

(aka a unique and desired benefit that helps your 
customers or clients get closer to their ultimate 
result).  This is why companies like Nordstrom are 
met with customers that appreciate their value, are 
happy to pay premium prices, and are not there to 
price shop.

Okay, moving on…

Pricing is less about “what is someone 
willing to pay for this product?” and more 
about “what is someone willing to pay for 
this experience?”

This makes pricing both a science (“what is someone 
willing to pay for this product”) and an art (“what is 
someone willing to pay for this experience?”). When 
you combine science and art, the real answer can only 
be found in testing. Testing one price against and 
another, and so forth.

Everything you sell is tied to an experience. People 
buy for emotional reasons, not for logical reasons, 
so we must put a value on the experience as well as 
the product.

Now, when I get this question among my coaching 
clients, the first step in the game is to identify what 
prices your ideal market is accustomed to paying. 
In other words, in a spreadsheet, label your top ten 
competitors (including alternative options), and list 
what they are charging for the product.

Next, we identify all the benefits of their product and 
service (note: I said “benefits,” not features).

How does they compare to yours?

Do they offer something that you do not, but your 
customers value? Do you offer something that they do 
not, but your customers value? This could be a feature, 
service, guarantee, convenience, timeliness, selection, 
etc.

Guestimate: how much is this perceived benefit worth 
to your ideal market?
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What more can you offer your customers/clients that 
they would happily pay for?

Don’t underestimate the power of your customer 
experience. Consider these stats:

• 85% of customers would be willing to pay up 
to 25% more to ensure a superior customer 
experience

• 55% became a customer of a company 
because of their reputation for great 
customer service

• 66% of customers cited customer service as 
being the biggest driver for encouraging greater 
spending

(Source: RightNow)

Now keep in mind, the more you work on your 
positioning strategies (i.e. Unique Advantage Point, 
niche, and positioning as an expert), the more you 
separate yourself from the pack… And the more 
you can command premium pricing – a la Dr. Phil, 
Dr. Oz, Donald Trump, Oprah Winfrey, and Tony 
Robbins. These are people who positioned themselves 
as experts, and therefore receive premium prices for 
being viewed among the top experts in their field (see 
my book, The Predictable Profits Playbook).

Here’s the funny thing about prices… If you’re selling 
a commodity, your price to value ratio is breakeven. 
$.10 for coffee beans equals $.10 worth of coffee 
beans.

Then, as you increase your value from a mere 
commodity to a more distinct and unique good, 
the price to value ratio increases. The same $.10 
worth of coffee beans, when provided with options, 
convenience, selection, and service (at a place like a 
Dunkin Donuts) is worth $1.99 to the consumer.

Now, you take Starbucks - who takes the same 
$.10 coffee beans, but offers premium service, a 
comfortable atmosphere, and a slight stroke to the 
ego – and customers are suddenly willing to spend 
over 18% more money for a Starbucks coffee. 

…And it’s not because it tastes better (see the 
presentation called Escaping the Commodity Trap 
located in your Members’ Area), it’s because 
Starbucks offers a greater experience, and they offer 
drinks and other perishables not available in other big 
competing franchise locations.  

Rest assured, the more value you give – the more your 
clearly and articulately you differentiate yourself from 
the competition – suddenly you’ll realize there’s a 
surprising amount of people willing to pay almost any 
amount to get more of what you offer. That’s when 
you know you’ve nailed your positioning. 

Hope that helps!

In your corner,
 

Charles E. Gaudet II
Founder of PredictableProfits.com

P.S. It’s also worth saying that prices come in many 
forms – it comes as a straight shot (“$197”) or in 
the form of payment plans (“2 payments of $97”). 
Each offers its own perceived benefit and compelling 
incentive. Ryan Deiss, for example, tested the $197 
price point against two payments of $97, and found 
that they had a 3x better conversion rate at the lower 
price. Test, test, test…
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Are You Pumped for Action?

By Charles E. Gaudet II

Charlie and his wife, Heather, have invested over 
$500,000 studying peak performance, and investing 
in personal development for creating a more fulfilled 
life of health, wealth, love, and happiness. He’s learned 
from some of the most notable people on earth, and each 
month, he will pick one lesson to share with you as a 
valued Insider.

“When it seems impossible, when it seems 
like nothing is going to work, you’re 

usually just a few millimeters away from 
making it happen.”

- Tony Robbins

Have you ever noticed that the way you 
perceive any type of situation is directly 
proportionate to the inner state of your mind?

If you’re feeling great and confident, you make 
decisions based on conquering the world.

If you’re feeling insecure and fearful, you make 
decisions that allow you to escape difficult 
situations.

How you’re feeling is representative of your 
state of mind.

The other day, I was talking with my son, 
Branson, as he debated whether or not he was 

ready to learn how to waterski. On one hand, he 
really wanted to learn how to ski, but he was scared 
about falling and drowning.

He was experiencing so many mingled emotions that 
he was tearing up as he found it difficult to face his 
fears. As it sat there, he was trying to make every 
excuse about why he shouldn’t and couldn’t waterski.

Branson was not in a peak state of mind – and 
it reminded me of a lesson I learned from Tony 
Robbins.

Tony’s a guy that has so much energy, he can keep 
an audience of 6,000 jumping up and down on their 
feet until 3am for several days at a time (as was 
the case during the Date with Destiny seminar I 
attended many years ago).

A peak state is a way that you can take charge of 
what you want, and put both your body and mind in 
a position to make it happen for you.

For Tony, this means taking 10 minutes repeating 
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incantations and lots of movement.

An incantation is saying something you want – then 
ingraining it into your physical state with motion.

You use your body and your voice.

For Branson, I asked him: “What do you want to 
do?” He said: “I want to learn how to waterski.”

So to put him in his peak state, I asked him to stand 
up and say things like:

“I am strong!”

“I am a strong swimmer!”

“I can do anything I set my mind to!”

“I’m awesome!”

…These are phrases Branson must believe about 
himself.

As he was saying things like this, I asked him to take 
his hands and pound his chest (like Tarzan). The 
more he did this, the taller he stood, the bigger the 
smile on his face, the more confident he became.

Then, once I knew he was in peak state, I said to 
him: “Do you want to try waterskiing?” And he said: 
“Dad, grab the skis and the wakeboard and let’s do 
it!”

…within 10 minutes, he was in the water, skis 
strapped on his feet and ready to go.

Anytime we have to make a decision, or are in a 
position where we have to influence another, it’s 
critically important we get ourselves in peak state.

“When two people meet, if there 
is rapport, the person who is most 
certain will always influence the 
other person.” – Tony Robbins

I can remember a period (more like “periods” – 
plural) where I was flat broke and didn’t know how I 
was going to pay the month’s bills. I felt (and looked) 
depressed, and this was the vibe I was sending out to 
others. This was NOT my most powerful vibe.

But just as Tony Robbins did when he was broke, he 
got himself in peak state – he told himself what he 
wanted to accomplish, and started his day powerful 
and as a beacon for change. This transformed Tony’s 
finances (as it did my own).

Peak state is operating at your best self.

And when is it a good time to be at your best self ?

Always.

From the moment your feet hit the floor in the 
morning, to the moment your head hits the pillow at 
night.

Create your own set of incantations, couple it with 
motion (i.e. fist pumps in the hair, clapping your 
hands together, Tarzan chest thumps, etc.) and watch 
your mind, your body and your future transform.
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

GO VIRAL!  
The ALS Ice Bucket 

Challenge was all 
over social media, 
but what separates 
it from the other 
“challenges” that 

don’t spread nearly 
as far - or as quickly? 
In other words, what 

does it take to get 
people talking? 

(PAGE 1) 

GET IN ON 
THE ACTION 

We’ve talked in the past 
about “newsjacking,” 
but there are more 
opportunities than 

just headlines. 
Viral movements, 
major company 
announcements, 

scandals, conspiracies… 
anything in the 

public “chatter” is a 
opportunity to chime 
in and position your 

company in the context 
of the conversation. 

(PAGE 2)

NEW TOOLS 
WITH BIG 

POSSIBILITIES
Have you heard 
about Facebook’s 

new advertising tool? 
Users can now create 
Custom Audiences 
for even more laser-
focused targeting. 
This is a powerful 
tool you’ll want to 

look into… 
(PAGE 3)

SIMPLE MATH
Increasing the 

average transaction 
amount piles up 

into serious profits. 
With Purchase 
Maximizers™, 

you can turn every 
sale into an even 

BIGGER win/win 
for you and your 

customer.
(PAGE 5) 

PEOPLE LOVE 
CONVENIENCE
Repeat purchases are 

great… Recurring 
purchases are even 

better. The internet and 
tools for automation 

provide amazing 
methods of presenting 

convenient ways 
to make purchases 
with a single click 
of the mouse, and 
opportunities for 

customers to setup 
“subscriptions” to your 
products and services 
- making it easier for 

everyone!
(PAGE 8) 

STAY IN 
TOUCH 

So many companies let 
their customers wander 

off into the sunset… 
Just a little bit of 

communication, some 
friendly reminders 

about your offerings 
(and the benefits of 
doing business with 
you) can keep your 

company top of mind 
- and prevent your 

former customers from 
looking elsewhere.

(PAGE 9) 

TAP INTO 
EMOTIONS
Most people make 
purchase decisions 
based on emotions 

- that’s a proven fact 
- so why not appeal to 
those emotions in your 

marketing material? 
Instead of talking 

yourself up, touch on 
the emotions your 

prospects are feeling 
before they do business 

with you, and the 
much, much improved 
emotional state they 
can achieve after…

(PAGE 11) 

EXPERIENCES 
SUPPORT 
PREMIUM 

PRICES
Commodities have 

fixed prices, but 
experiences are FAR 

more subjective 
(and interpretive). 
If you want to be 

able to escape from 
being commoditized, 

you’ve got to offer 
an experience that 

becomes greater than 
the sum of the parts 

you’re selling…
(PAGE 12) 

5

10

SERVICE = 
RETENTION

Some of your 
customers truly 
crave a luxury 

experience, and are 
more than happy to 
pay for it. Offering 

pricey upgrades 
to preferential 

treatment is one 
of the best ways to 
boost profits while 

making the customer 
feel special. 
(PAGE 7) 

GET PUMPED!
We perform at our 

very best when we’re 
mentally primed 
for confidence 

and action. Truly 
achieving your peak 

state takes some 
mental and physical 
preparation - but the 

results are simply 
incredible. Harness 

your power! 
(PAGE 14) 
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Coming In The Next Issue

• While we’re on the topic of increasing the 
frequency of your customers doing business with 
you, let’s cover another big strategy next month. 
Implementing this strategy could be the most 
significant thing you’ve done for your business all 
year… 

• Plus many, many more surprises you won’t want 
to miss!

Members-Only Announcements

• Charlie is putting the finishing touches on a 
new product called 21 Hidden Profit Centers: 
The Business Growth Program That Cranks 
Up Your Profit Potential and Crushes Your 
Competition – this will be ready at some point 
in October. Stay tuned. 

• October gives you many “reason why” holidays 
for creating a number of different marketing 
campaigns – there’s always a reason to reach 
out to your customers! 

October

October 1st - International Music Day

October 2nd - International Day of Non-Violence

October 3rd - National Diversity Day

October 4th - National Taco Day

October 5th - World Teachers Day

October 10th -World Mental Health Day

October 12th - Columbus Day

October 14th - Spider-Man Day

October 16th - Get to Know Your Customers Day

October 17th - World Student Day

October 18th - Sweetest Day

October 22nd - Smart Is Cool Day

October 25th - Make A Difference Day

October 29th - Internet Day

October 31st - Halloween

October Weekly Observances

2nd - 4th - Great American Beer Festival

4th - 10th - World Space Week

5th - 11th - Great Books Week

6th - 10th - Customer Service Week

12th - 18th - Earth Science Week

19th - 25th - National Character Counts Week
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20th - 26th - Freedom of Speech Week

26th - 1st - Kids Care Week

October Monthly Observances

Adopt A Dog Month

Celiac Disease Awareness Month

Class Reunion Month

Eat Better, Eat Together Month

Employee Ownership Month

Fair Trade Month

Financial Planning Month

Health Literacy Month

National Arts and Humanities Month

National Chili Month

Pizza Month

Photographer Appreciation Month

Positive Attitude Month

Good reasons beget good profits. Check October’s 
calendar posted inside of the Insiders’ Club 
Members’ Area online.

Don’t forget to log into the Insiders’ Club Exclusive 
Members’ Area for more business growing tips and 
information! If you have not received your username 
and password, please email Charlie’s assistant Mike 
(mike@predictableprofits.com), and he’ll get that 
out to you as quickly as possible. This is a WIP 
(work in progress), and we’ll constantly be adding 
more material to massively increase the value of your 
membership.

Ways To Maximize Your 
Predictable Profits Experience

 
Million-Dollar Roundtable: Invitation Only.
Must demonstrate proficiency in the Predictable 
Profits Methodology and have an annual income of 
$1,000,000 or more. 

Pay-For-Performance Consulting: Application Only. 
Must have annual revenues in excess of $1,000,000. 
This is where Charlie will create, design, and take 
you by the hand to deploy these marketing strategies 
directly into your business for a small retainer and a 
percentage of the profit he’s able to achieve for you.

Platinum Business Coaching:  Application Only. 
Receive an individualized, custom session dedicated 
to understanding and creating actionable strategies to 
grow your business and dominate your marketplace.  

Insiders’ Club V.I.P. Member Benefits:
- Monthly Insiders’ Club Newsletter
- Quarterly Group Presentation
- Restricted Access Website
- Exclusive Members’ Only Blog
- PLUS MORE!

INSIDERS ARE PROUD TO SUPPORT:
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